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The Student Showcase Program 
The UAA Student Showcase Program is designed to highlight 
the extraordinary work of students throughout the University of 
Alaska Anchorage system. It is with great pride we present the 
2012 Student Showcase Journal. 
The Student Showcase Academic Conference and Journal 
have been in existence for twenty-eight years. The conference is 
a unique program in the State of Alaska where students present 
original papers, musical performances, artwork, and projects. The 
Student Showcase Committee examines policies and procedures, 
reviews promotional material, and selects award recipients. 
Each year the Student Showcase Conference creates 
opportunities for dialogue among university and community 
members. Students submit their best work for evaluation by 
objective faculty members from their discipline; selected works 
are presented at the conference; and distinguished community 
members are invited to evaluate, critique, and comment on the 
students' works. The very best papers, performances, artwork, and 
projects are published in the Student Showcase Journal. 
Students participated in this year's conference on April 12 
and 13. From the 42 entries submitted, 27 were presented at the 
conference, five were awarded top honors and two were awarded 
honorable mention. The conference participants (students, staff, 
faculty, hosts, and community commentators) were invited to 
attend the awards luncheon where the winners were announced. 
The UAA Student Showcase continues to be a success year 
after year and this is due to the continued support of faculty 
members and, of course, UAA students! We hope that this journal 
reflects the dedication and commitment of all those involved. 
About the Student Showcase 
Searching for Excellence 
The UAA Student Showcase was designed to 
search for excellence among students' course 
work, expose students to activities important 
to an academic lifestyle, and develop closer 
working relationships among students, faculty, 
staff, and administrators at UAA and the 
community. The Student Showcase and Journal remain unique in 
Alaska and provide a sense of accomplishment, recognition, and 
pride for our students and university. 
Sharon K. Araji 
Showcase Founder 
Professor Emeritus, Sociology 
2012 Student Showcase Winners 
(left to right): Joseph Selmont, William Kozloff, Louis Velasco. 
Gillian Brinnand-Nannestad, Connor Wall, 
and Chancellor Tom Case 
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Transorganic Flower 
Gillian Brinnand-Nannestad 
ART 211: Beginning Sculpture 
Mr. Hugh McPeck, Associate Professor 
The other day, a friend and I were discussing the 1 % for Arts 
program for the Municipality of Anchorage and just what it is that 
the taxpayers are getting by commissioning artists to produce 
quality works of art for all the municipality construction projects. 
The best example I had was a recent visit to a hospital. 
Before, when I thought of a government run hospital I would 
think of white walls, hard blue plastic chairs, blue and white 
checkered linoleum flooring, and a strong smell of disinfectant in 
the air, in other words, a very sterile environment. Recently, my 
mother was hospitalized in Reno, Nevada and stayed at Renown 
Health. They have what is called The Healing Arts program. It is 
designed to promote patient healing and wellness, and provide 
a source of inspiration, comfort and strength. Currently, their 
collection includes 1,066 pieces of artwork with 206 local and 
regional artists. Every room has an original work of art; every 
hallway has sculptures, photographs, paintings, or fiber art. 
My mom and I went on walks to the different floors to view the 
variety of art works. Instead of focusing on her illness, we talked 
about art. We discussed how the artist made it, what we liked, 
what we didn't like and why. It took her mind off the pain, and on 
to something positive. 
This is what the taxpayers get. They get to pause in their day 
to day lives and allow art to invoke a thought, an idea, or express 
a feeling. Art exercises peoples brains and heightens their senses. 
This is why I produce art. 
Now the why is known, I will discuss how Transorganic flower 
came to be. Transorganic flower is a deconstructive sculpture. 
It started as an assignment in my beginning sculpture class. We 
were given a Lekolite spot light previously used in theater stage 
lighting and told to make a sculpture from only the materials in 
the Lekolite. I have a thirteen step process, which I use, to get 
from found object to finished 
deconstructive sculpture. 
Step 1 
Stare at the object which 
will be deconstructed. The 
reason I do this is to get 
a feel for the object. This 
usually gives me the first 
spark of inspiration. In the 
case of Transorganic Flower, 
I noticed how industrial and 
square the Lekolite felt, but 
when I turned it upside down 
I discovered the lens inside. 
The mixture of the hard 
cold outside and the round 
translucent inside started me 
thinking about something 
organic. 
Lekolite spot light, the 
object of deconstruction 
Step 2 
^ b 
l(,PeV>iU<\- ^fEe> -ia\\ 
.? Wis "s-004 
W e i r
 i '^.ueA'f 
V e r i e r &}(ecAa{ Oo 
•«>e_rv*<, V ' 
Get Inspired by 
the Greats... research 
artists with similar 
media. I usually pick 
three or four artists 
who do similar 
artwork. I start by 
printing out pictures 
of the artist and their 
work. From there, I 
do some research on 
when they worked, 
where they are from, 
why they create art 
and how. Next, I 
write down quotes 
they have said about 
their art. Then 1 
sketch their work 
from the pictures I 
printed. By now I am 
familiar with who they are and come up with a three word phrase 
that helps me remember them. I used Luginbuhl, David Calder, 
and Mark Di Suvero for inspiration. 
Bernhard Luginbuhl: Iron Ball, 
catapult Swiss guy 
Step 3 
Take object apart...Slowly 
Step 4 
Sketch and label each piece. With today's technology, it would 
be very easy to just snap pictures of every piece, but the sketching 
is important for the creative process. The act of sketching engages 
my motor system by having me plan and execute movements. In 
this way, actively sketching while being creative will engage more 
areas of my brain, and will give more types of ideas the chance to 
influence my innovations. Sketching and labeling also gives me a 
catalog of the items which I can go back and reference. 
0. r ; W w p 
Sketches of every piece of the 
deconstructed Lekolite spot light 
Step 5 
Form a fuzzy idea of what to make from all the pieces. By 
sketching each piece I get to know each piece. Some grab my 
attention and I know I want to work with them, and some are just 
to reference later. From the original observation, I know want to 
do something organic, so I look for pieces which might remind me 
of that. The dome of the light, when cut, becomes the tentacles or 
leaves. The lens becomes the eye or middle of the flower. Slowly 
it forms in my head as a sea anemone or a flower. 
Step 6 
Sleep on it. I heard a story once about Ben Franklin and how 
he got his ideas. He observed that his time of heightened creativity 
and problems solving occurred when he was close to sleep or in 
the stage between sleeping and waking. Yet if he fell fully asleep, 
he would often forget the ideas that came to him during the 
in-between stage. So he began to take "naps" in a chair. He put 
marbles in his hand and let it dangle over the arm of a chair. On 
the floor, under his hand, he placed a tin pale. Whenever he drifted 
off to sleep, his hand would slacken and the marbles would drop in 
the pale. He would then wake up and write down his new, creative 
ideas. Although this story may or may not be true, I believe in 
this process. I don't go to the extend of putting marbles in my 
hand, but I do drift off to sleep thinking of my idea, and I keep 
a sketchbook by my bed, so when creativity strikes, I'm ready to 
record it. 
Step 7 
Google images of fuzzy idea that formed in my head. From 
the process this far, I know I want to do something organic such 
as a flower or a sea anemone, so I googled images "sea anemone, 
flower, metal, lens, sculpture." From the images I found and liked, 
I pulled together the ideas and printed them out to paste in my 
sketchbook. I do not see this as copying someone else's idea. 
Inspiration comes from everything, and images on the internet are 
a great source of inspiration for me. 
Array of Google images pertaining to 
sea anemone, flower, metal, lens, or sculpture 
Step 8 
Draw simple sketches of, now a somewhat more refined, fuzzy 
idea. Again, I stress the importance of sketching. This is where all 
those ideas turn into a concept and start coming together as my 
own art piece. 
Original idea sketches 
Step 9 
Start working with the material. Cutting, grinding, pounding, 
bending ...these are just some of the things I did to the Lekolite to 
transform it. 
Step 10 
Sketch again. Now that I am familiar with the material, and I 
know what I can and can't do with it, I go back to the sketchbook 
and make new drawings of the sculpture. I find that thinking 
you can do something with a material and actually doing it are 
two different things, so as the sculpture starts coming to life, the 
sketches also need to be redefined. 
Resketch 
Step 11 
Keep working material, always keeping that original fuzzy 
idea in mind. The original spark of inspiration is important. Often, 
I've found myself getting lost in the material and losing sight of 
what I want the sculpture to be about. Although ideas change 
and materials manipulate, I believe that first spark is its soul, 
and therefore, there must be some thread of that original spark 
throughout the process. 
Step 12 
Don't forget the base... make sketches of different types 
of bases with the sculpture. It is important to consider how the 
sculpture will be supported. The angle, height, material, color, and 
texture of the base reflect how the finished sculpture is perceived. 
With Transorganic Flower, I wanted the viewer to be able to see 
into the eye of the flower without leaning over it, so I put the base 
at an angle. I wanted the base to be made of organic material and 
be understated. 
Sketch of sculpture with base 
10 
Step 13 
Show it off!!! Art is meant to be shared. I try to enter as many 
shows as I can. Not to win, although that is nice, but to let others 
see my work. Maybe that one piece I make speaks to them and 
opens something in them which is usually closed. 
Transorganic Flower, 2011, 21 "xl 8", aluminum & steel 
A professor of mine once shared a story with me. It was 
during World War II and Winston Churchill's finance minister said 
Britain should cut arts funding to support the war effort. Churchill 
responded by saying, "Then what are we fighting for?" 
Art is important. It is what makes humans unique from other 
creatures. We use it as a catalyst to talk about emotions, ideas 
and politics or we just let the artwork wash over us and enjoy the 
feelings it invokes. My hope is that I can continue to refine my 
skills at UAA and retain my spirit to create that artwork. 
11 
Gillian Brinnand-Nannestad 
Gillian Brinnand-Nannestad grew up in Reno, 
Nevada, attending Wooster High School. In 1998, 
she graduated from the University of Guam with 
a Bachelor of Arts in Cultural Anthropology. 
She is now working on a Bachelor of Fine Arts 
degree with a primary interest in Sculpture and a 
secondary in Graphic Design at UAA, along with 
helping her husband raise their four boys. 
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Hagios 
William Kozloff 
ART 315: Intermediate Printmaking 
Mr. Garry Kaulitz, Professor 
When a person interacts with the world, they show different 
faces. A different face to a different situation. Every person 
projects different personalities: happy, sad, rage, and more. 
To create this image, three techniques were used. Each image 
is a double exposure, meaning the film plate was exposed twice. 
The camera used was a view camera. A view camera was one of 
the early model cameras with the bellows between the lens and 
back plate. The final technique is the Polaroid transfer. The "film" 
was sheets of paper with developer on them. Instead of allowing 
the film to fully develop, the sheets are pulled apart and applied 
to a sheet of cold press watercolor paper. The two sheets are then 
pressed together for a couple minutes and then gently separated. 
13 
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William Kozloff 
William Kozloff is a 26 year old Alaska Native art 
student. He is currently working on a Bachelor 
of Arts degree. Having no hobbies, goals, or 
real drive other than to make things, the arts are 
where William figured he'd best fit. This is where 
he's been in a handful of publications, some group 
art shows, multiple solo shows and has won an 
award or two. 
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Alice Walker's "Everyday Use": 
A New Historicist Examination of the 
Black Muslim Movement and the 
Connection Between Group Mentality, 
Superficiality, and Interpellation 
Joseph Selmont 
EN G 435: History of Criticism 
Dr. Suzanne Forster, Professor 
To identify with a group is to acknowledge a set of shared 
boundaries that mark the individual as one of many, but these 
boundaries also serve as a fence between the group and the outsider, 
often placing a limit on meaningful interactions. This is, of course, a 
rigid definition and interpretation of the group, of what it means to 
belong to a group, and certainly not all groups operate within these 
stiff boundaries and high fences. Nonetheless, it stands true for 
many groups that, through coercion or choice, membership often 
means to detach oneself from external entities, it often means that 
the individual does in fact belong to the group. This constrained 
definition of the group was perhaps not the intention of the Nation 
of Islam, the primary American organization influencing the Black 
Muslim Movement, at its inception in Detroit, Michigan in 1930, but 
it was the reality by the time Elijah Muhammad led the nationwide 
organization during the political turmoil of the 1960s. Through a 
direct examination of Alice Walker's short story "Everyday Use" 
(1973), this essay indirectly examines the Black Muslim Movement 
under Elijah Muhammad's leadership, the particular form of group 
mentality that defined the relationships of group members with each 
other and with nonmembers, the superficial nature of the group by 
the 1960s, and the undercurrent of interpellation originating within 
and outside of the group. The primary supporting document is the 
text of a 1965 panel discussion featuring Malcolm X, a disillusioned 
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and prominent ex-member of the Nation of Islam, and additional 
support is drawn from the race studies of W.E.B. Du Bois and the 
critical theories of Louis Althusser and Michel Foucault. 
A New Historicist approach is a complex and, some complain, 
convoluted methodology, though its attention to the political, 
cultural, and historical impacts of literature provide the study with 
a breadth of purpose that is otherwise difficult to attain. For New 
Historicism, there is no difference between the text and the culture, 
as the text participates in the discourse to shape the culture and the 
culture provides the stage, props, and players that are the discourse. 
Thus, literature is one piece of many in the argument to shape 
society, to influence the way in which the "system" works. To do this, 
a concept propounded by Stephen Greenblatt known as "cultural 
poetics" (2250) has expanded the types of texts considered suitable 
for literary studies, so that, for instance, a television commercial or, 
to use a relevant example, a radio discussion with Malcolm X can 
participate in the academic discourse. Literature does not belong 
in an ivory tower, but in the nitty-gritty of political strife, in the 
trenches of the "culture wars." This increases the responsibility and 
liability of the critic, whose current ideas will influence tomorrow's 
policies. It requires a tender step, combined with a heartfelt 
attempt to understand and appreciate a variety of cultures and 
cultural influences, in order to aptly and conscientiously use the 
New Historicist approach. 
As Walker's narrator, Dee and Maggie's mother, a "large, big-
boned woman with rough, man-working hands" (1), awaits Dee's 
arrival on the front porch of her ramshackle home, she imagines a 
scenario in which her and her estranged daughter are reunited on 
Johnny Carson's television show, and everything, including Mama 
Johnson's own appearance, is remade to suit Dee's proclivities: "I 
am the way my daughter would want me to be: a hundred pounds 
lighter, my skin like an uncooked barley pancake" (1). This reveals 
two of Dee's essential characteristics, inasmuch as her mother 
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understands her. The first is that Dee is obsessed with image. Mama 
is not herself, but the image of "perfection." The second is that 
Dee believes she holds power over her family since it is Mama 
who undergoes metamorphosis in this imagined scenario, while 
Dee's appearance is unaltered. A definite intertextuality becomes 
apparent by examining these two characteristics as they appear 
throughout "Everyday Use" and how they appear in Malcolm X's 
understanding of the Nation of Islam. 
How, then, does image work within "Everyday Use" and the 
Nation of Islam to reinforce group mentality? Mama pays special 
attention to Dee's attire: "A dress down to the ground, in this hot 
weather. A dress so loud it hurts my eyes. There are yellows and 
oranges enough to throw back the light of the sun. I feel my whole 
face warming from the heat waves it throws out" (3). The dress 
works within the group dynamic to identify Dee as a member. It 
is flamboyant compared to the overalls and simple dress worn by 
Mama and Maggie and it is impractical in the sweltering heat of 
the summer South, but there is little doubt in the spectator's mind 
that Dee and her similarly dressed male counterpart belong to a 
subculture. Apparel, too, plays an important role in the Black Muslim 
Movement, which is how the reader initially makes the connection. 
Apart from dress similar to what is donned by Dee and Hakim 
A Barber, members of the Nation of Islam also wear militarized 
uniforms. Uniformity in dress that differs from the mainstream 
culture is not inherently negative, in fact it serves to both empower 
group members and acknowledge group participation, but in some 
cases it adds visibility to the fence between group members and 
nonmembers. In this way, differences between the two are obvious, 
but similarities are difficult to ascertain. Thus, Dee wears her attire 
as a superficial display marking the difference between her present 
and her past in a way for her to prove that she has "bettered" 
herself. 
In light of their attire, Mama asks Hakim A Barber if he belongs 
25 
"to those beef-cattle peoples down the road" and he responds with 
"I accept some of their doctrines, but farming and raising cattle 
is not my style" (5). The use of the word "style" is emblematic of 
the way the Black Muslim Movement (in its later years) used Islam 
as an image, as a facade, while it flouted many Islamic traditions. 
This facade is exactly why Malcolm X left the Nation of Islam: "The 
religion of Islam itself is a religion that is based upon brotherhood 
and a religion in which the persons who believe in it in no way 
judge a man by the color of his skin. The yardstick of measurement 
in Islam is one's deeds, one's conscious behavior. And the yardstick 
of measurement that was used by Elijah Muhammad was based 
upon the color of the skin" (185). While the idea that judgment is 
based upon the color of one's skin does make a brief appearance 
in "Everyday Use" (in the imagined television appearance Mama's 
skin is lightened to the color of "uncooked barley pancake"), 
the idea that judgment is based upon the image one projects is 
foundational. Dee had always had a "style of her own: and she 
knew what style was" (2), and her system of judgment is based 
upon style and image. 
After a brief greeting, Dee races to the car to grab a Polaroid 
camera and "lines up picture after picture" of Mama and Maggie on 
the porch and "never takes a shot without making sure the house 
is included" (3). For Dee, the house is not so innocent a thing as a 
symbol of the obstacles she has overcome. The house, along with 
the household items she covets over the course of the story— the 
bench, the butter dish, and especially the quilts— are all bragging 
rights. She takes the photographs and begs Mama for the various 
items so that upon her return to the city she can flaunt the pastoral, 
earthy, deep-rooted history of her family. This is accentuated when 
Mama refuses to give Dee the quilts because they have already been 
promised to Maggie, and Dee objects: "'Maggie can't appreciate 
these quilts!' she said. 'She'd probably be backward enough to put 
them to everyday use'" (6). Apart from the sheer rudeness of this, 
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Dee's insult is almost laughable. That it is "backward" to use an 
item for its proper function is the ultimate proof that Dee values 
image above all else. 
Dee's obsession with these items (on a superficial level) is 
not merely the product of commodity fetishism, but is firstly the 
product of a type of interpellation. Althusser has it that all people 
are "always already subjects, and as such constantly practice the 
rituals of ideological recognition, which guarantee for us that we 
are indeed concrete, individual, distinguishable and (naturally) 
irreplaceable subjects" (1503). His initial example of "ideological 
recognition" is applied to a greeting between passing friends, who 
recognize each other as existing subjects, but this can also be 
applied to Dee's obsession with the objects as images. She wishes 
to assert her existence, a completely reasonable thing to do for an 
African-American woman, whose core identity has been oppressed 
by both Ideological State Apparatuses and Repressive State 
Apparatuses (to use Althusser's terminology). So it follows that the 
representational items of Dee's heritage— the house, the bench, 
the butter dish, and the quilt— are a form of interpellation and 
join a web of interpellations that effect Dee. She is caught between 
a variety of interpellations: the interpellation of the Black Muslim 
Movement, which calls for strict group mentality, the interpellation 
of the cosmopolitan life, which calls for cultivation and erudition, 
and the interpellation of the items, which validate Dee's color in an 
oppressive society. So Dee needs the quilts to prove her heritage, 
to prove her own existence in the overall scheme of things, while 
Maggie, who is confident in her family history, does not. 
The sadness of Walker's story, then, is how Dee treats her 
family in hopes of obtaining those items. Speaking to the way in 
which the Nation of Islam treats complacent blacks and former 
members, Aubrey Barnette (who is on the panel with Malcolm X, 
and is also an ex-member) says that a "mass movement can exist 
without a god, but it can't exist without a devil" (210). This informs 
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Dee's desperate behavior. She is tied to her heritage by the color 
of her skin, but resents her family for being poor and uneducated. 
Despite her attainment of a higher education and social standing, 
Dee does little to elevate her family. Rather, she is quick to remind 
Mama and Maggie that they are beneath her. This is where Dee's 
second characteristic comes into play. 
In what ways does power work in "Everyday Use" and the 
Nation of Islam to reinforce group mentality? In several ways, it is 
linked to the idea of image. As in the attire, power is visible in the 
uniformity of group members and their projected divergence from 
the norm. As in the items of Dee's heritage, power is forcefully 
extracted from a history of oppression, from a shared history of 
disenfranchisement, inasmuch as it brings people together and 
sets the stage for retaliation. These are, of course, potential positive 
functions of power within the group dynamic, but Dee and the 
Nation of Islam employ power to subjugate nonmembers of their 
group. 
In the process of defining the role of an intellectual in 
contemporary society, Foucault equates knowledge with power, 
saying that the intellectual's responsibility is not to determine what 
truth is, but to determine "the ensemble of rules according to which 
the true and the false are separated and specific effects of power 
attached to the true" (1669). The application of knowledge which is 
intrinsically tied to power in other ways, to purport to know "truth," 
is not only irresponsible, but in most cases it serves the existing 
order, because "truth" is only accepted as such if it does not disturb 
the hierarchy. Alternatively, Du Bois equates Truth (true knowledge) 
with Beauty, and says "it is the bounden duty of black America to 
begin this great work of the creation of Beauty, of the preservation 
of Beauty, of the realization of Beauty" (985). At face value, the two 
seem to have contrary understandings of knowledge, of truth. For 
Foucault, there is no truth, especially no capital-T truth, only the 
discourse surrounding a topic (which is equivalent to power and 
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control). But Du Bois would in many regards agree with Foucault's 
assessment, as Du Bois also states that "all Art is propaganda and 
ever must be, despite the wailing of the purists" (985-986). For 
Du Bois as well as Foucault, "truth" in any respect is political, is 
synonymous with power, and has the potential to be uplifting or 
degrading, depending on how it is wielded. 
Dee is guilty of the misappropriation of knowledge in order to 
subjugate her family: "She used to read to us without pity; forcing 
words, lies, other folks' habits, whole lives upon us two, sitting 
trapped and ignorant underneath her voice. She washed us in a 
river of make believe, burned us with a lot of knowledge we didn't 
necessarily need to know" (2). This excerpt makes the connection 
between knowledge and power, as Dee uses knowledge to prove 
her value is greater than that of Mama's and Maggie's. "Words" 
and "lies" fall under the same category because the relationship 
between the two is not a fixed demarcation, but a permeable 
membrane, so that the word-lies pouring from Dee's mouth out 
from all these books do not represent truth, or true knowledge. It 
is important to note, then, that the whole of Dee's knowledge is 
not the benefit of an innate intelligence, but is in large part thanks 
to the improving social condition of African-Americans (and by 
this I mean the slowly increasing acceptance of African-Americans 
into the already existent power system); in regards to this, Mama 
says that "I never had an education myself. After second grade the 
school was closed down. Don't ask me why: in 1927 coloreds asked 
fewer questions than they do now" (2). Intelligence, one could 
argue, is wrapped up in empathy and understanding, two qualities 
notably lacking in Dee's character. Her freight-load of "knowledge," 
whether or not it is true, provides Dee with power, but does little to 
cultivate her moral and emotional sensitivities. Not only this, but by 
the standards of both Foucault and Du Bois, her use of knowledge 
to subdue her family does not profit Dee; rather, it further enables 
the control of the powers-that-be. The function of knowledge for an 
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oppressed group in society is to question the hierarchy not enforce 
it. 
Malcolm X and many others threw this same charge at Elijah 
Muhammad, whose discourse focused on unity, freedom, and 
advocacy, but who oversaw actions that included assault, extortion, 
and manipulation of the African-American community: and as 
reward for these actions, Elijah Muhammad lived a cushy life in his 
$150,000 home (197) and gained this lifestyle through borderline 
illicit and undoubtedly immoral entrepreneurship in which money 
was acquired from group members, overpriced products were sold 
to group members, and an ever-flowing stream of lies were told 
to group members. Elijah Muhammad controlled the knowledge 
within his organization as a means to preserve his power, with little 
thought to the betterment of the African-American community 
or to the downfall of the racist system of American politics. The 
similarities between Elijah Muhammad's leadership of the Nation 
of Islam and Dee's relationship with her family are striking. 
In the closing paragraphs of the story, after Mama has denied 
Dee the quilts, Dee tells Mama that she doesn't understand her 
heritage and then turns to Maggie and says, "You ought to try to 
make something of yourself, too, Maggie. It's really a new day for 
us. But from the way you and Mama still live you'd never know 
it" (7). Dee here makes multiple assumptions demonstrating the 
belief she has in her own authority. The first assumption is that, in 
order to "make something of yourself," a person must conform to 
the standards of success enacted by the mainstream culture, that 
is, white culture; the second assumption is that "the way" Maggie 
and Mama "still live" is not taking advantage of the "new day" 
for African-Americans, and is then an affront to the movement as 
a whole. To live the life of a farmer, of a poor person, is to lead 
a worthless existence. It is in the city, in the university, in group 
membership that individuals become successful: one must give 
themselves up to the system if the system is to recognize their 
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accomplishments as noteworthy. It is here that Dee's interpellation 
by both the mainstream culture and the subculture is once again 
apparent, and it is the fact of her interpellation that gives Dee her 
supposed power to judge Mama and Maggie. They have not been 
interpellated into the system, so they are beneath Dee. 
This argument is not intended to lessen the achievements of 
educated, politically active African-Americans, as their achievements 
have been profound and have ushered in, as Dee says, a "new 
day" for the Black community— rather, it is intended 1) to raise 
awareness of the divide between the African-American community, 
between those who have "bettered" themselves through education 
and involvement in organized groups, like Dee, and those who have 
refrained to do so, whether intentionally or unintentionally, as in 
Mama's case, since she did not have the opportunity to receive 
more than a second-grade education; and 2) to demonstrate that 
movements like the Nation of Islam, by incorporating itself within 
the existing system through the interpellation and manipulation of 
group members by false leaders like Elijah Muhammad have not 
actually done good for the African-American community (although 
movements like this have greatly benefitted their leaders as a reward 
for their acquiescence to the existing system), but have aided in the 
creation of this divide within the African-American community as a 
whole. As Malcolm X says: "the press knows that the Black Muslim 
movement is a hybrid, a hybrid, political and religious hybrid 
that will never do anything against the Ku Klux Klan or against 
the organized white elements in this society that are brutalizing 
Black people. But that same Black Muslim Movement will give the 
order for Black people within it to murder and cripple other Black 
people in the community" (211-212). Thus, Alice Walker's character 
Dee, who is representative of the Black Muslim Movement, who is 
a product of group mentality, superficiality, and interpellation, does 
nothing to empower the Black community. Dee serves only herself: 
another product of a system uninterested in the plight of others. 
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Not for Sale: 
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Many consumers profess wanting to avoid unethical offerings 
in the marketplace yet few act on this inclination. To examine this 
notion, surveys were distributed to undergraduate students across 
three disciplines of study. The 163 respondents answered questions 
regarding their ethical attitudes on companies and issues such as 
child labor and environmentally-friendly practices. Attention was 
also paid to respondent rationalization of goods purchased. The 
research concludes that the economic rationalization demonstrated 
show consumers wanting the most value for their money, 
regardless of their ethical beliefs, and even if they have concerns 
about ethical issues. 
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Not for Sale: A Survey of Attitudes and 
Beliefs on Ethical Purchasing 
The choice to purchase free-trade coffee, free-range chickens, 
or even purchase footwear made in the United States is a key 
cog in how a consumer purchases an item that reinforces their 
own moral and ethical beliefs; this ethical belief can extend to the 
treatment of animals, humans and the environment. 
Corporations and companies today are dealing in a different 
media environment than years past. In the old traditional model, 
the news media (e.g., television, news and print) were seen as the 
media "gate keepers" as they had the power to turn a press release 
into a story or not. The continual advancement of the Internet 
- namely blogs and social networks - have made it more difficult 
for companies to prevent both positive and negative news from 
reaching consumers all over the world (Argenti, 2009). 
While information we gather about companies and their 
practices has increased, the number of Americans who believe 
that "the brands you buy tell a lot about the person you are" has 
decreased - down from 52% in 1995 to 51 % as recently as 2005 
(Argenti, 2009). There have been research studies that document 
the importance of brand reputation and credibility, but how 
important are they to the final purchasing point? People choose 
certain clothes to wear, certain vehicles to drive and certain foods 
to eat - but what about the companies the consumer are buying 
from? Consumers will have certain perceptions about a company 
and its products even if they have had no experience with the 
company itself (Argenti, 2009). Brand reputation serves the ethical 
minded consumer in the decision making process. 
However, despite their ethical intentions, ethically minded 
consumers rarely purchase ethical products. This purchase intent 
and behavior is important to the consumer industry but not fully 
understood (Carrington, Neville, Whitwell, 2010). Researches 
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have sought to understand the social change by developing ethical 
models for consumer behavior. These models have generally 
been drawn from Ajzen's (1985) Theory of Planned Behavior 
(TPB) to suggest that purchasing behavior "is driven by personal 
values, moral norms, internal ethics, and other similar factors" 
(Carrington et al., 2010). While empirical evidence seems to 
show that consumers are more motivated by the values of ethical 
consumerism, a change in behavior to act is less apparent. A 
stated desire to consume in an ethical manner has rarely translated 
into an actual ethical buying behavior. In essence, the ethical 
product never reaches the shopping cart of the supposed ethically 
minded consumer. 
A consumer will have any number of variables that ultimately 
affects the purchasing decision. This research hopes to examine 
how often young men and women in this demographic (18-30 
years old) consider ethical purchasing choices and the obstacles 
that might prevent them from making such a decision. They may 
arrive at a shopping location with less money than they thought, 
or the desired ethical product is not available, or a competing 
"unethical" product is featured on a substantial sale. 
The purpose of this paper is to examine consumers' attitudes 
and beliefs regarding ethical consumerism practices. Using 
surveys, this study hopes to investigate how "ethical consumerism" 
is practiced and to what degree a brand's reputation is determined 
when making a purchase decision. To begin this investigation, this 
research starts with a brief overview of the increased consumption 
in ethical and socially responsible products. Further research will be 
explored on the subjects of consumer motivation and perceptions 
of ethical products. Next, this research outlines the corporate 
mindset when it comes to corporate social responsibility. The 
research questions are then addressed, followed by a framework 
on the study's method. Lastly, the results and conclusion are 
discusses along with areas of future study. 
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Review of Literature 
Ethical spending 
For some years, scholars have argued that a highly principled 
group of 'aware' and 'ethical' consumers has emerged (Freestone 
& McGoldrick, 2008). These consumers are demonstrating their 
ethical intentions usually one of two ways - negatively or positively 
demonstrating their beliefs. Boycotting would be the negative 
approach and consumer spending would be the positive model. In 
essence, consumers are more aware of ethical issues today and are 
willing to spend money to support their ethical beliefs and morals, 
(Freestone & McGoldrick 2008). 
This increase is not concentrated solely in the United States 
in Canada and European countries as well. In the U.K., several 
clothing stores have begun offering garments made with fair 
trade or organic cotton, (Hiller, 2010). This trend is not just 
isolated to small street boutiques but even larger companies. In 
the United States, companies such as the Body Shop and Ben & 
Jerry's have shown how ethical branding can lead to increase in 
sales and brand reputation (Crane, 2001). This is in contrast to 
some other businesses that have shown a lapse in being socially 
responsible, such as Shell for its environmental policies and Nike 
with its overseas labor policies. Both companies here tarnished 
their brand image (Crane, 2001). There can be little doubt that 
a business that connects with ethical consumers is an important 
relationship to build and maintain (Crane, 2001). According to 
Brinkmann (2004), "Ethical trade and ethical shopping initiatives 
invite consumers to take moral responsibility or co-responsibility 
for consequences of buying behavior, i.e. how other people, 
animals, and other natural environments are directly or indirectly 
affected" (p.129). 
With consumer spending, the idea of materialism is inherent 
in the discussion. While materialistic spending may increase a 
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society's economic wealth, it may also have a negative overall 
effect on quality of life (Muncy & Eastman, 1998). The connection 
between buying ethically and materialism can be made. If 
consumers spent more money on well-made products (e.g., shoes 
and garments) that were made domestically, or at the very least, 
in a western country, one could assume the quality of materials 
and craftsmanship would prolong the life of the product. This 
would result in less materialism as one would not need to purchase 
the same item as many times. The product would also serve the 
ethical intentions of the buyer. If consumers moved away from a 
more materialistic approach and more towards ethical and social 
concerns, then they will consume less from the economic system. 
Marketers would have fewer consumers and less demand for their 
goods moving forward (Muncy & Eastman, 1998). 
As consumers begin to demand more ethical products, it 
is essential that the specific function of a product is examined 
through an ethical filter. Because ethics can be theorized as part of 
ethical purchase behavior, it is easier to analyze products according 
to an augmented product concept (Crane, 2001). Crane illustrated, 
(as cited in Levitt, 1980) that products be conceptualized at three 
different levels: the core product, which is the fundamental benefit, 
or the solution to a problem sought by customers; the expected (or 
actual) product, which is the basic physical product which delivers 
those benefits; and augmented product, which is the added extra 
that creates incentive as a service or benefit to the consumer in 
order to prompt purchase. A package of batteries can be a clear 
example that utilizes all three product levels. While the battery 
itself is the physical product, the actual product is the energy given 
off to power devices. The augmented product could be a donation 
to a non-profit or a charitable organization. Obviously then, a 
product is not just a set of features, but from the perspective of 
consumers, a complex bundle of features and perceived attributes. 
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The rise of ethical product augmentation helped establish some 
more ethically branded companies (e.g. The Body Shop and 
Ben & Jerry's) who provided added inventive for consumers to 
purchase their products, above the existing core of other products. 
As Crane (2001) detailed "The phenomenon of cause-related 
marketing, where consumers purchases are linked to corporate 
contributions to good causes, has also been shown to provide 
significant augmentation to the product offering for certain groups 
of consumers" (p.364). 
Because the relationship between consumers and businesses 
are changing, the marketplace rests even more of its foundation 
on the mutually agreed upon rules of conduct and shared interest 
(Fullerton, Kerch & Dodge, 1996). Over time however, consumers 
began to see how their purchases translated as beliefs in spending. 
Their spending has become their voice; a voice that votes with 
purchases. This sort of voice helps "elect" the sort of society they 
wish to be a part of (Brinkmann, 2004). 
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Motivations, Intentions, and the Behavior Gap 
There are indications that consumers are making a switch 
to purchasing ethically and becoming more aware, but the 
motivations behind what drives the consumer is still unclear and 
poorly understood (Freestone & McGoldrick, 2007). It may be that 
consumers are moving away from a more materialistic outlook 
and more towards a socially and environmentally proactive 
mindset. In the U.K., during 2004, consumers spent an estimated 
$41.6 billion dollars (converted from pounds) on ethical goods 
and services (e.g., food, household goods, energy, housing, etc). 
Ethical goods and services are quickly becoming an increase 
market for businesses (Freestone & McGoldrick, 2007). 
Only as recently as the 1990's did researchers begin to 
investigate this growing base of consumers. Crane (2001) 
highlighted this in his research, "Broadly, what these studies have 
sought to discover is who these consumers are, why they have 
emerged, what their concerns are, and how these concerns might 
impact upon purchase behavior" (p.362). There are signs that 
ethical consumption is increasing steadily, especially in the realm 
of "green" energy. "Green" light and fuel purchases increased 
nearly 75 % between 1999 and 2000 alone in the United Kingdom 
(Wheale & Hinton, 2007). While more companies are beginning 
to add more ethical products to their portfolio, they do so without 
fully understanding the issues and behavior behind the consumer's 
spending money on their products (Wheale & Hinton, 2007). 
The materialistic nature of consumers not only serves a need 
on a basic level, but also a psychological one. Today, because 
products can focus more on the ethical and social awareness of a 
consumer, it enables said consumer to feel a connection with the 
product. This again promotes more self-interest for the consumer, 
in this case, happiness with the acquisition (Muncy, Jacqueline & 
Eastman, 2011). 
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Increases in sales, and businesses that offer ethical products, 
overshadow a poorly understood model of ethical consumerism, 
the intention-behavior gap (Carrington, Neville & Whitwell, 
2010). Despite ethical concerns and an increased awareness 
from consumers over ethical considerations, ethically minded 
consumers rarely purchase ethical products. While a consumer 
may have the intent walking into the store to purchase ethical 
products, they fail to do follow through on their intentions where 
it counts - the check-out isle (Carrington et., al 2010). 
The consumer market is in flux. On one hand, a consumer 
may boycott garments made in China, but the impact of what 
would happen to these workers who rarely have other employment 
opportunities creates a difficult ethical choice. Eckhart, Belk & 
Devinney (2007) points out that "although consumers may have 
ambitions to change the marketplace through their behaviors, 
they are ultimately blinded by the seduction of consumer goods 
(p.427). Carrington et., al illustrated (as cited in Futerra, 2005 p. 
92) that while research has found that 30 % of consumers stated 
they would purchase ethically, only 3 % actually do. 
This disparity is plainly clear - In a survey conducted in 
the 1990's, Freestone & McGoldrick (as cited in Fullerton et al., 
1996) documented research that concluded consumers overall do 
have moral values and do not tolerate ethical abuses. Empirical 
evidence is the contrary however. Empirical evidence shows that 
while an increasing number of consumers have become more 
aware and motivated by the value of ethical products, a change in 
behavior is much less apparent (Carrinton et al., 2010). 
A consumers motivation is "the processes that cause people 
to behave as they do and occur when a need is aroused that the 
consumer wishes to satisfy" as Freestone & Goldrick noted (as 
cited in Solomon et al., 1999, pg. 91). These motivations are 
closely linked with the consumers values (Freestone & Goldrick, 
2010). Business and corporations need to be wary of consumer 
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ethics models however, as Carrington et al. illustrated (as cited in 
Futerra, 2005) these models that predict ethical intentions that 
represent behavior will be wrong 90% of the time. What we have 
are consumers whose behavior matches their intentions, although 
the numbers are far lower than what research suggests; we also 
have consumers who portray themselves as concerned ethical 
consumers, but make the same repeat "unethical" purchases 
(Eckhart et al., 2007). 
The growth of ethical products and the popularization of such 
products have led to businesses using marketing strategies to target 
this niche base of consumers (Carrington et al., 2010). But again, as 
Carrington points out (as cited in Auger & Devinney, 2007), there 
exists a gap between what consumers say they are going to do and 
what they actually do at point of purchase. This phenomenon is 
often referred to researchers as the attitude-behavior gap or word-
deed gap; it has been widely documented within both the social 
psychology field and the ethical consumerism sub field (Carrington 
etal., 2010). 
One facet of this attitude-behavior gap is the investigation 
into the psychology behind it. Values behind products achieves a 
goal in mind to the consumer (Freestone & Goldrick, 2007); these 
goals represent actions taken by the consumer that can be traced 
back to their own self-interest; in an ethical context, feeling good 
(by minimizing bad) by doing good (maximizing happiness or 
good) (Freestone & Goldrick, 2007). Ethics in philosophy can be 
helpful in understanding the ethical decision choices consumers 
make. While this method of self-interest maximization may 
conceivably be what most consumers do, it is in stark contrast to 
what ethical consumerism would look like if consumers followed 
a utilitarian model as Fukukawa (2003) states in his research 
on ethical methods, "Utilitarianism aims to achieve benefits for 
other members of society as well as for the decision-makers. 
Consequences should be of the greatest benefit or the least harm 
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to everybody in society (pg. 386). It can be seen how this model 
of ethical decision-making can be applied to aspects of ethical 
consumer spending. 
Looking at the gap between intentions and behavior, the social 
aspect of what survey takers think is important. It is a significant 
methodological limitation to not measure and observe actual 
buying behavior. This limitation leaves survey takers susceptible 
to the open influence of social desirability bias (Carrington et 
al., 2010). A consumer with the interest of purchasing "green" 
products, such as LED lights, may be doing so for the sake of 
energy responsibility and environmental concerns (less produced 
waste). The consumer however may have also had a strong self-
interest in being perceived as being "green" (Freestone & Goldrick, 
2007). 
As Carrington et al., (2010) explains "Social desirability 
bias" occurs "When people feel social pressure to respond with 
answers in research that they believe to be socially acceptable; 
social desirability bias is inherent in research methods that employ 
self-reported behavior, and is pronounced in studies with ethical 
consideration" (pg. 143). Between the increase of ethical products 
and sales, with marginalized consumers who act faithfully to their 
intentions to buy these products, we have corporations knowing 
that their reputation and image is still an important tool. 
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Corporate Social Responsibility 
Over the past decade, corporations have increasingly looked 
to promote themselves and provide a message of being social, 
ethically, and environmentally responsible (Crane, 2001). 
Environmental concerns especially have seen an increase in 
corporate messages since the 1980's (Crane, 2001). Keng & 
Huang (2011) defined corporate image (as cited in Keller, 1998) 
as "the consumer's impression of the corporation itself, corporate 
product marketing, and the services provided by the corporation". 
Clearly, it has been recognized that consumers make their product 
evaluations and choices based on their knowledge of the business 
and their brand values. But now, the ethical reputation is also 
playing a much larger role as a key element in the decision making 
process (Crane, 2001). Keng & Huang point out (as cited in 
Denworth, 1989) that research has shown that 71 % of consumers 
have a good impression of a corporation if they have access to 
positive information about it (pg. 530). 
Panwar, Rinne, Hansen & Juslin (2006) mention (as cited 
in Kotler & Lee, 2005) that CSR has enormous upside for the 
corporations that practice it effectively. These benefits can include: 
1. Enhanced corporate image and clout. 2. Increased sales and 
market share. 3. Strengthened brand position. 4. Increased ability 
to attract, motivate and retain employees. 5. Decreased operating 
costs 6. Increased appeal to investors and financial analysts. 
Corporations are now going to such lengths to protect their 
brand, that they will not operate with other businesses that are 
deemed not "ethically viable" enough to partner with. The Co-op 
bank In the United Kingdom is a good example of this sort of 
internal brand segmentation. Co-op refused to do business (in this 
case, investment) with companies that pollute the environment, 
sell weapons to countries with oppressive regimes, manufacture 
tobacco, produce animal furs and so on (Crane, 2001). 
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Consumers are not just concerned with one corporation, but 
the brands that operate under the umbrella as well. For example, 
the Nescafe brand had been subject to boycotts, not because of 
what the product is, or the marketing behind it, but because it 
was owned by Nestle. Consumers felt so strongly about the ethical 
values of one brand, that anything under the umbrella of Nestle 
would feel the burden too (Crane, 2001). 
Corporations are beginning to understand that to generate 
good will and sales, they have to do more. In 2008, only 3% of 
the American public believed a company's only responsibility was 
to generate profits (Argenti, 2009). To add to that, a December 
2007 survey by the Economist Intelligence Unit, a sister company 
of The Economist, revealed that 56 % of executives and institutional 
investors considered corporate responsibility a "high" or very" 
priority for their corporation (Argenti, 2009). 
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Research Questions 
This research attempts to examine the extent to which 
consumers of a young demographic (i.e. university students) 
feel about their spending habits. As detailed in the literature, it 
is generally accepted that ethical products offer a traded value. 
These values play an important role in the consumption behavior, 
since many goods and services are selected with value-related 
goals in mind. This is why the augmented product that creates that 
incentive for purchase is so critical. Considering students ethical 
intentions, social bias and corporate responsibility, this study 
address the following research questions: 
RQ1: Do young consumers prioritize their ethical concerns when 
making product choices? 
RQ2: What values, needs, and motivations do young consumers 
consider when comparing the ethics of their purchase? 
RQ3: What attitudes are exhibited toward ethical consumerism 
regarding specific ethical conditions? 
RQ4: What attitudes are exhibited by respondents on perceptions 
from family and friends, regarding ethical beliefs? 
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Methods 
This study used a survey method to investigate the research 
questions. Three populations of college students were sampled 
for this research: philosophy, marketing/business and journalism. 
College students were used for this study because their age and 
their increasing role as a consumer in the market place. It was 
important to measure if there were any discernible differences 
between a more liberal philosophical mind and that of a business 
marketing student. A journalism class was surveyed due to its 
overwhelmingly mixed of students with different majors. To 
better analyze the differences between age of social standing, 
adult consumers were a favored demographic for this research, but 
due to constraints, not enough data could be collect to measure a 
sound analysis. This is noted in limitations. 
The survey included six scaled questions. Five questions 
dealt with areas highlighting purchasing factors, limitations on 
ethical buying, corporate social responsibility, child labor ethical 
marketing. One question deviated from the rest and sought to 
understand consumers attitude towards government involvement 
in environmental and human rights conditions. The first part of 
the survey was intended to gather data on perceived businesses 
ethics and awareness to gather an idea for trust that consumers 
garner with companies. It was an important and necessary 
objective to understand how students prioritize certain factors 
(e.g., price) when purchasing. This question was used to set-up a 
later question which asked if the student thought of themselves as 
an ethical consumer. 
The goal of the survey was to garner a more in-depth 
understanding of the psychological and philosophical nature of 
ethical decision-making and brand awareness. Because students 
will make up the majority of the sample, the idea of fiscal 
responsibility versus ethical purchasing was an important element 
of the survey so as to better understand ethical attitudes. 
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Although empirical data is lacking when it comes to factors 
involved in the actual intent and purchase, models have shown 
that buyers who claim to shop ethically rarely make it to check-out 
lane with these types of products (Carrington, Neville, & Whitwell, 
2010). 
While the intent can be made to consume ethical products, 
once entering a store, physical and social surroundings yield 
too many variables that can alter the intention behind the buyer 
(Carrinton et al., 2010). These factors include: different audio and 
visual variables, store location and merchandising, price displays, 
temporary pricing and even crowds in the store. Even temporal 
restraints such as the time of day and time constraints alter buyers' 
intentions (Carrington et al., 2010). 
The research limitations were varied. As previously detailed, 
there are many variables that influence consumers while shopping 
and the actual intended behavior may never manifest under all 
conditions. Regardless of their intentions however, consumers still 
rarely place ethical products in their shopping cart. Despite this 
nature, this phenomenon is poorly understood (Carrington et al., 
2010). Not enough research has been done to understand ethical 
intentions and buying behaviors of consumers. Because of this 
issue, results of research that claim a certain percentage of ethical 
minded consumers can be misjudged. 
The intention-behavior gap is biggest issue with categorizing 
a consumer in an ethical index. While young people between the 
ages of 21 and 35 may be the target demographic because of their 
unique position in life to consume the most, their ethical behavior 
as a consumer might change the most. The transition from 
entering a university to a family might make a different consumer. 
Leaving school with debt and starting a family might have a role 
to play in their ethical buying decisions, as price becomes a more 
important consideration. 
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Results 
Respondent Profile 
One-hundred and sixty-three students from the University of 
Alaska Anchorage participated in the survey. Students from three 
disciplines were part of the respondent pool in order to capture 
a broader range of attitudes from liberal philosophy, business 
marketing, and journalism and public communications. The 
survey response was small, but gender distribution was evenly 
tallied with 75 males and 83 females - five were undisclosed. 
White Caucasians accounted for 65% (n=106) of the survey 
respondents, while other race/ethnicities had smaller values from 
a low of 2% for Hispanics (n= 3) to 9% (n= 15) for Asian/Pacific 
Islanders. 
Purchasing Benefits 
Regardless of any perceived benefit that an ethical product 
can bring to a consumer, the two most important factors were 
still the cost of goods and services, and purchasing convenience. 
RQ1 asked if consumer prioritized their ethical concerns when 
shopping. The data gathered indicated that while students were 
sensitive and showed awareness of their ethical attitudes, most of 
the data failed to wholly incorporate one attitude over the other. 
When asked if students prioritized their ethical concerns when 
making product choices, only 79 respondents of 163 could agree 
with that statement. A 5-point Likert scale measuring the data 
modestly favor a more unanimous verdict (sd= 0.80, m= 3.37). 
The survey conducted intended to measure ethical purchasing 
attitudes, however, many students found themselves neither 
agreeing nor disagreeing with proposed statements. 
Two scale questions were the most intriguing, in terms of 
student analysis and their perceptions of their ethical intentions. 
While more students disagreed with the notion of having to pay 
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more for ethical products (sd= 1.12, m= 2.85), there was a higher 
mean (m= 3.70) regarding the question of whether students 
attempted to make purchasing decisions that benefited themselves 
and to wider society. While other products exist on the market 
(besides ethical goods), it can be assumed through phrasing of the 
question, that ethical products were the intended purchases for the 
consumer and society. 
For students, where a sizable number were making under 
$20,000 a year (37% n= 59), sensitivity towards the conditions 
and factors that get ethical products to market were considered, 
but their cost remained the highest of factors (m = 3.85). The data 
gathered could define students as being ethically aware of how 
certain products are ethical, but these ethical considerations were 
not the strongest motivational tools to get students to take these 
items to the cash register. 
Attitudes on Ethical Conditions 
RQ3 asked what attitudes are exhibited towards ethical 
consumerism regarding specific ethical conditions. A scaled 
question with seven items was used to assess questions on 
child labor. The scale had a Cronbach alpha of .645, thus not 
representing an ideal score for general reliability. This may be due 
to the scale being comprised of fewer items compared to usual 10 
question scales. Despite the Cronbach score, some valuable data 
can be ascertained on labor attitudes. 
What the research found was general support with all 
respondents in some way, showing support and awareness 
about child labor. Students felt that child labor might decrease if 
businesses addressed this internally and changed manufacturing 
operations (m = 3.80). While this may show some dependency on 
government action instead of consumers voicing these concerns 
by purchasing ethically, it shows awareness to an issue they feel 
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could be changed. If government regulation could not be relied 
upon, research showed that students themselves felt that the 
long-term benefit of consumers and child-laborers would increase 
if consumers favored businesses that addressed this issue. This 
could mean either not using unethical practices or only purchasing 
goods made in Western countries that have tougher labor laws and 
regulations. 
It was also revealing to note how students felt regarding on 
their culpability in purchasing goods from businesses who did 
use child labor (to their knowledge). Asked if they would feel 
more responsible, most students disagreed (m= 2.73). This was 
intriguing to point out, as the scaled questions showed child labor 
as an issue that should be addressed, but consumer involvement 
(e.g., purchasing) with businesses that used it would not make 
them feel as if they were cultivating this sort of labor practice. 
Social Desirability 
RQ4 also addressed child labor. The questions here examined 
an important consideration when consumers shop - social 
desirability. The literature review touched on the bias that is 
involved with consumers purchasing goods primarily to project an 
image about themselves to others. The survey asked students two 
questions: My friends would be concerned about this issue and 
People who matter to me would respect me for being concerned 
about this issue. With means of 3.64 and 3.54, there was a general 
positive response towards students indicating friends would be 
concerned and they would earn respect from people close to them 
if they were concerned about child labor issues. 
To further investigate relationships regarding social desirability, 
A Pearson product-moment correlation coefficient was used to 
investigate two questions: The cost of goods and services and It 
would help if people bought from businesses that addressed this 
issue. The data showed no to very little correlation, r= .132, 
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n= 163, p = .05. It cannot be ascertained from the data that there 
was a social bias at play with student consumers. Despite this, the 
research does show insight into the psyche behind the consumer, 
in regards to what they perceive others around would think about 
their beliefs and intentions. 
Child labor was a good way to gauge consumer feelings about 
purchasing ethical products and how they might be perceived 
socially among family and friends. One point of emphasis was 
the question regarding whether students would feel better about 
themselves if they took some form of action against businesses 
that used child labor (m= 3.66). The literature points to two 
options: a positive consumer approach and a negative consumer 
approach. One approach is to utilize money, in this case to buy 
products from businesses that address child labor and the negative 
approach is to avoid and boycott. In essence, students would feel 
better about themselves, people who matter would respect them 
more, and their friends would show support and reciprocate the 
same concern if they took some form of action. 
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Discussion 
The results showed that while students were sensitive to how 
products were made and the impact of these practices, price 
and convenience when shopping appears to be far too important 
as a motivation for students to seriously entertain the idea of 
consuming ethically, for now. The research showed that students 
understand the need for ethical products and understand why 
these products may cost more than "non-ethical" products. While 
students may entertain the notion of consuming ethically, most 
would not do so if there was a significant cost involved. 
One of the most important considerations aside from price 
and convenience to students was how much they were getting 
for their dollar. Student consumer analysis, pitting price and 
performance, was certainly the strongest sentiment in the research, 
with a mean score of 4.46 (sd= .65), ahead of means in price 
and purchasing convenience (m= 4.01). Forty-nine percent of 
surveyed students were making under $30,000 per year, with the 
largest concentration in that income category, making less than 
$20,000 (see Table I). Future research should utilize qualitative 
methods, such as focus-groups and in-depth interviews to assess 
the financial hardships many students face while attending a 
university and how this plays a role in purchasing products that 
reward the students most for their money. 
The literature review discussed the variety of ways which a 
product can be more than just the item itself. The augmented 
product can bring numerous "additional" benefits a consumer. 
These might be considered beneficial extras, but the research 
showed that students are not overtly concerned with these product 
extras, in relation to price and convenience. While the numbers 
do tell us that they might be considered, they are ranked toward 
the bottom of importance. The third most important factor next 
to cost and convenience was the product brand reputation (m = 
3.54). 
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There isn't enough data to suggest that students aren't looking 
beyond the obvious benefits of a product, but that extra motivations 
like brand and product reputation are not as important. Employee 
wages and working conditions, company donations to non-profits, 
and company community support were all measured to have 
little impact. Because a forced response was not used on these 
questions asking for importance, many respondents answered 
neutral. It is not known whether or not these students would have 
been swayed to one side or another if the neutral category did not 
exist or if questions were phrased differently. 
The scaled question regarding child labor was an important 
part of the research to understand both the sociology behind an 
ethical motivation, and whether or not students believed that this 
sort of unethical businesses model was worth stopping. More 
importantly, although no empirical behavior could be studied, 
the research conducted could show that students understand that 
some ethical issues need to be addressed. The data gathered on 
child labor scale showed five things: 
• It would help if people bought from businesses that addressed 
this issue. 
•It would be better for everyone if people favored products 
that addressed this issue. 
• Respondents would feel better about themselves if they took 
some form of action against businesses that used child labor. 
•Respondents would make better choices about purchasing 
goods made using child labor if they were aware which 
companies used it. 
•People who matter to the respondents would respect them 
for being concerned about child labor. 
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While this research helps to understand student consumers' 
attitudes on ethical products, there were limitations to note. This 
research lacked empirical data to assess the motivation-intention-
behavior gap addressed in the literature. While the research 
showed awareness of ethical issues and even some willingness 
on the part of respondents to buy ethical goods under the right 
circumstances, the actual behavior needs to be studied. 
The issues with relying only on a survey method are that the 
research can only tell what the consumer thinks. A consumer's 
motivation needs to be transferred into intent, and that intent 
needs to lead to an actual behavior. This research showed that 
while student consumers are aware of ethical issues and see the 
benefit of spending a little bit more on these goods, they see price 
and convenience as their main motivation. This appears to be the 
only motivation that is consistent. It's safe to assume business 
would not risk doing more philanthropy work or decrease foreign 
labor materials if this did not resonate with consumers enough to 
change their purchasing behavior. 
The topic of ethical consumerism might not be as sensitive 
as other topics (e.g., racism), but the issues of social bias can also 
limit the usefulness of the data presented. The problem can be 
examined in two ways: What do people expect me to think and 
how do I want people to think of me. These two social biases can 
play a meaningful role in whether someone answered the scaled 
questions regarding child labor or environmental impact. Although 
the survey method could limit this social bias as opposed to even a 
focus group, (due to added social pressure and limited anonymity) 
in-depth interviews could have yielded results addressing this 
limitation. 
The research done had fewer respondents across disciplines, 
due to the lack of time and resources. Future research should be 
more inclusive of respondents with more diverse backgrounds. 
Although the sample size was small, it was sufficient enough to 
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gauge some basic understandings of attitudes and beliefs of young 
consumers. Future research should assess old customers outside 
of the classroom and in a shopping setting. Financial constraints 
given to the student respondents sample should be considered in 
the results (student debt, lower paying job, etc.) 
This research has shown that young consumers are aware of 
ethical issues concerning the products they buy and from what 
companies. Respondents understood the need to pay more for 
ethical products and were not ambivalent towards spending a little 
more to support their ethical and moral attitudes. For the young 
ethical consumer, however, a perfect storm of benefits needs to 
take place for an ethical product to make it to the checkout line. 
While this research cannot model intended behavior, it could be 
concluded that students who participated were ethically aware 
and considered the prospect of ethical consumerism on both an 
individual and social level. 
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Soviet and Post-Soviet Delusions 
in the Prose of Venedik Erofeev 
and Viktor Pelevin 
Connor Wall 
RUS 294: Survey of Contemporary Russian Literature 
Dr. Olga Livshin, Term Professor 
The late Soviet period was filled with illusory promises and a 
deceptive consciousness, in which people's opinions are shrouded 
by a necessary pandering to the ideology of the time. The 
intellectual elite of this period had been thoroughly disillusioned 
with Soviet Communism. People's understanding of reality was 
suspect due to pervasive doublespeak, and the dissidents who 
were subject to these regimes were left with a vanishing sense 
of identity. The trend of couching the profound problems of 
Russian society in fantastic stories of people traveling in search of 
redemption, which ultimately fails, conveys the prevailing sense of 
hopelessness of the time. 
Venedikt Erofeev's novel Moscow to the End of the Line and 
Victor Pelevin's novel Omon Ra both examine the protagonists' 
quest for some personal redeeming idea. In Erofeev it is an 
illegitimate family fathered by a drunk, and in Pelevin: space 
travel, the shining jewel of Soviet accomplishments in the face of 
so many other failures. Both novels are propelled by movement: 
either by train (Omon Ra), or spaceship (Moscow to the End of the 
Line). The narratives are murky as to whether or not the journeys 
described are totally real, or the imaginations of the insane or 
drunk. Pelevin looks at the principal Soviet achievement of space 
travel through post-Soviet eyes. His analysis is concerned with 
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the preeminence of the individual's search for meaning within a 
society that is supposed to act collectively. Pelevin and Erofeev 
create opposing perspectives. Pelevin, a star-struck child who 
dreams of space, and becomes disillusioned. Erofeev a drunken 
philosopher who wants peace in his illegitimate family, but who 
both fail, because of their isolation from the rest of society. This 
sense of isolation is conveyed through the anachronistic literary 
and classical diction of Erofeev's Venichka, and is paralleled by 
the Pelevin's character's late Soviet obsession with Western music 
and culture, both amounting to escapism from a society neither 
character can come to terms with. 
Erofeev's protagonist Venichka in Moscow to the End of the 
Line is admittedly in stark contrast to Pelevin's Omon, but this 
contrast is important in that it shows that the successful and 
unsuccessful people both suffer from despair in the late Soviet 
context. Venichka is a lazy drunk, whose only acknowledged work 
has been categorizing and quantifying the amount of alcohol that 
each of his coworkers drink, but he is unlike his coworkers - who 
apparently accept their lot in life and make due as brash drunkards. 
Venichka is marked by timidity, embarrassment, and a tendency 
to over- philosophize - constantly applying literary and religious 
terminology to elevate his pathetic drunken tragedy to something 
more meaningful. Erofeev characterized Venichka as a writer who 
is novelizing himself - turning his most basic activity into an epic in 
which he is variously the hero, the villain, and the victim. He tells 
himself its fine to turn right or left (Erofeev 15), depending on his 
whim, as well as employing epic and biblical language to describe 
his drunken behavior. He compares himself to Christ on numerous 
occasions, justifying his antipathy to passersby by citing Jesus' 
similar rejection of his own mother (16). This self-martyrdom, 
combined with his talking to angels about his drinking shows 
Erofeev's opinion on the plight of late Soviet intellectuals, whose 
degradation is such that their only accepted intellectual endeavor 
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is a lonesome religious obsession with alcohol. Venichka — who 
cannot even bring himself to relieve himself in the company 
of others, while he lounges in drunken oblivion in squalor — 
represents the childish aspect of his escapism, which was common 
in the late Soviet period. The anthropologist Alexei Yurchak defines 
it with the Russian word vnye, or simultaneously inside and 
outside Soviet cultural and political paradigms (Yurchak 77-125). 
Erofeev's Venichka bemoans his timidity, describing his 
lot, and by extension the lot of the late Soviet intellectual as 
possessing "...universal chicken heartedness," (20) a condition 
that would supposedly elevate Soviet society if it were universally 
embraced. Erofeev's character's ineffectuality is the epitome of 
the endemic weakness of late Soviet intellectuals who despair 
their lot in life, but retreat into themselves defensively instead of 
working proactively to uplift the way in which they live. Venichka 
finds himself immersed in a squalid lifestyle, where his only outlet 
is drunkenness, but yet he refuses to plunge headlong into it. 
Instead he maintains an absurdly literary outlook - in which his 
every activity is elevated to a battle between good and evil - and 
an aversion to coarseness that combine to form a wild scheme 
for redemption. He glorifies his child and girlfriend (who may in 
fact be a prostitute), and his disgusting drinking habits, perverting 
the concept of what is glorious. Erofeev's characterization of 
Venichka as a literary philosopher, who remains a hopeless drunk 
is itself a literary criticism on the concept of vnye, which stressed 
living a life in one's mind, and a staunch ignorance of physical 
surroundings. He is able to survive in a zombified mockery of life 
for most of the story, - wherein his cycle of bingeing and reprieve 
are "...my Toulon from my Helene..." (41). Eventually though, 
he is defeated when he is unable to philosophize his way out of 
sleeping through his stop, and his drunkenness prevents him from 
reaching supposed redemption in the form of his woman and 
child. Previously Venichka had consistently and doggedly refused 
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to look his poverty and moral squalor in the face, instead hiding 
behind lost lyrical memories of fine art and culture, which he felt 
absolved him of his physical worthlessness, but Erofeev makes it 
clear in the plot of Moscow to the End of the Line that this strategy 
cannot be maintained indefinitely, when the coarseness of his 
circumstance overtake his idyllic descriptions. 
Venichka finds himself beset by the very literary forces he 
holds onto so desperately, when his dreams are invaded by 
literary monsters. He finds himself attacked by a Mephistopheles 
created by his drunken stupor only moments after discussing the 
poet Goethe's own drinking habits with fellow train passengers 
(83). In the course of this conversation on literary drunkenness 
the mustached man reinforces the notion that drink is the refuge 
of tortured intellectuals, claiming: "They drank desperately. All 
the honest men of Russia. And why did they drink? They drank 
in desperation. They drank because they were honest, because 
they were not up to lightening the burden of the people." (81-
82). This is followed with the notion that drinking is the great 
equalizer: "I can't figure out who drinks for what reasons. The 
dregs looking up, or the bigwigs looking down." (83). Erofeev is 
using this discussion on drunkenness as the commonality among 
intellectuals to examine the Russian preoccupation with alcohol 
across the social strata. The Russian intellectual drinks to lower 
himself to the level of his proletarian countrymen, while the poor 
man drinks to fill himself with the confident contentedness of 
his superiors. These strategies are equally flawed because they 
amount to lewd facades, in which neither party is achieving a 
meaningful connection with the object of their desire. The lyricism 
of Erofeev's Venichka shows that while the works of vnye "V nye' 
writers and poets may be beautiful and splendid - they represent 
a sad and doomed escapism - that rather than uplifting them to 
the realm of Pushkin,Lermontov, Tolstoy, and Dostoevsky - the 
literary gods of Russian culture - establishes a distance between 
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them and their audience, confusing and muddying the heretofore 
paternalistic, but guiding relationship between Russian writers and 
the Russian people. If the philosophizing literary scholars, poets, 
and novelists have abandoned the realm of reality to instead live 
in an imagined literary paradise, who is left to champion the plight 
of the poor and downtrodden? 
Erofeev's condemnation of vnye as ineffectual is a torch passed 
on to Pelevin, who treats the late Soviet accomplishments in 
space travel with the same scrutiny throwing into question to 
validity of idealizing accomplishments of the Soviet state in 
the context of pervasive lying. Pelevin's characterization takes 
the opposite position, creating a protagonist: Omon, who is a 
budding cosmonaut, a profession that above all other occupations 
represents the pinnacle of Soviet achievement. Much like Moscow 
to the End of the Line in which the beginning (Venichka's failed 
quest for the Kremlin, and Omon's childhood playing in the play 
house rocket ship) foreshadow the end (Venichka's demise in his 
finally found Kremlin, and Omon's participation in a state funded 
play house rocket ship). 
With Pelevin the foreshadowing is much more explicit, citing the 
similarity of the playhouse lights to that of a metro, which is where 
the Soviet spaceship ends up 'landing'. This continues when Omon 
finds the extremely detailed model spaceship in the children's 
space camp he attends with his friend. Pelevin's emphasis on this 
childish obsession with detail, parallels the excessive detail on the 
'real' spaceship that they later man (Pelevin, 15). This similarity 
draws into question the childishness of the whole Soviet cold war 
mentality, likening the Soviet posturing to a child's pretending. 
Unlike Erofeev, whose protagonist is a relic of Russia's literary 
past, Omon is a child of the Soviet experiment, and thus Pelevin's 
analysis of the late Soviet period is that of a child who takes his 
pretending to the farthest possible point: the realm of national and 
international politics. 
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Unlike Erofeev, who examines an intellectual's place in the 
late Soviet period, Pelevin is concerned with the heroes — the 
Stakhonovites, those workers who exceeded the output quotas 
that were expected of them — and their mindset. Omon imagines 
himself as a hero on the cover of a newspaper, being seen by all 
the Soviet people - and in doing so is forced to acknowledge the 
profound disconnect suffered by those heroes. They are not seen 
for who they are, but instead, "...they wouldn't be thinking about 
me but about my photograph, and with the same indifference I feel 
for other people's photographs." This understanding leads Omon 
to the more universal knowledge that dreams are always more 
meaningful than their actualization, which are so often polluted by 
falsity and lies. 
Pelevin's Omon is a child born of the late Soviet stagnation, his 
father is a drunk, and the rest of his family is similarly detached, 
but he has a desire for greatness that is representative of the hopes 
of the "new Russians,"—who, like Putin, don't feel the need to 
throw out all of the Soviet baggage, but instead utilize some of its 
presumably positive aspects. Omon grows from a child enamored 
with Soviet fighter pilots to become a cosmonaut who eventually 
pilots a rocket ship that is supposed to be unmanned to the moon. 
This turns out to be a multilayered falsity, when Omon - supposing 
himself to be on the moon, flees from soldiers and finds himself 
on the Moscow metro. Unlike Erofeev,'s Venichka who is an 
intellectual lost in himself and miserable because of his wasted 
insight, Omon is a character chosen for sacrifice, and forced to 
completely forget himself. 
While Omon and Venichka are dissimilar, Omon's description 
is couched in strikingly similar form to Erofeev's, especially with 
regard to the Christ-like associations that both characters either 
vocalize or act out. In pursuit of this heroic dream, Pelevin weaves 
a plot that is uncommonly despairing. Omon comes to understand 
that this pinnacle of Soviet prowess is in fact an elaborate hoax, 
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that the cream of the Soviet crop is in fact being sacrificed for the 
illusion of accomplishment. 
This reality is understood early on by Omon who comes to 
believe that sensation is equal to reality when he pretends to be a 
pilot in his play house. Omon like Venichka, doesn't wholly reject 
the Soviet experiment as a simple evil, when he meets his superior 
Urchagin, who appears to be blindly optimistic in the midst of his 
horrible physical deformities (the loss of his legs) (56). 
Omon struggles similarly to Venichka with spirituality, although 
it is a different sort. From the vague Christian teachings of his 
grandmother (67) to the Buddhist fatalism he gleans from myriad 
Western sources and his own acceptance of his imminent death, 
Omon is characterized as a detached misanthrope - who finds 
himself at the helm of a supposedly glorious expedition - while 
simultaneously rejecting all that this glory entails. Instead he 
focuses on his own journey, however meaningless he understands 
it to be. 
Pelevin uses the language of space travel and interstellar 
relationships to describe the hopeless disconnect that each human 
suffers in the world. He examines the existential loneliness that 
every man must suffer when he understands that he is alone and 
that his journey through life will be similarly alone. In this vein, 
Omon decides to ignore the murder of his childhood friend, and 
the imminent death of himself and the rest of his comrades in the 
course of the supposedly unmanned space expedition. 
Although he sees the profound horror caused by the ignorance 
implicit in this sort of deception in the example of the father 
watching his son bleeding to death as a hunted boar for the 
entertainment of Henry Kissinger, he refuses to fight against it. 
Instead he succumbs to the numbing consolation of 'so be it' (58-
61), and like Venichka is still inescapably subject to harrowing 
abuse that catches up to him regardless of his acquiescent attitude. 
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This anecdote is striking in that the son who died was named 
Marat, and this same name was used in Erofeev's work as an 
anecdote of a man killed by a woman with a penknife. This Marat 
is likely derived from the painting about the murder of Marat 
during the French revolution, which dealt with the revolution's 
cannibalistic tendencies in the Jacobin era. This imagery is 
reemphasized when Omon sees his superior's collection of skulls, 
one of which has been killed with an ice-pick. This is an undeniable 
reference to Trotsky, the tireless leader of the early Red Army, 
who was thrown under the bus endlessly as the cause of all Soviet 
problems. Again, this is reminiscent of the biblical imagery used 
by Erofeev, in which Trotsky represents Judas - the traitor, whose 
betrayal was essential for Jesus' martyrdom. 
Omon and Venichka are both like Ivan's pigeons, whom 
he describes trapping to Omon immediately before he dies. 
Their quest for meaning was ensnared for what amounts to 
the amusement of some authority. Both of these Soviet writers 
employ the same imagery to describe the tragic manner in which 
revolutions destroy their most staunch proponents, hangers on, 
and opponents alike, because they are built on violence, which 
propels itself intensely. 
The Russian people, much like Omon and Venichka, are 
unable to simply leave their nation's history. However much 
people hope to begin again without the baggage of Soviet atrocity, 
these atrocities happened and the people who populate Russia 
today consist of the victims, perpetrators and observers of these 
atrocities, while some people are combinations of all three. 
Similarly, the West is no viable alternative: Erofeev's mustached 
woman's criticism of the destitution of America and Europe is 
matched by Pelevin's rejection of America where there is, "...no 
space anywhere in America, between the glaring shop window 
and the parked Cadillac, for heroism..." (61). In Russia, Omon 
counters, "...the door leading to heroism, not in the external world, 
but within, in the very depths of the soul." (61) In this way Pelevin 
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finds hope where Erofeev found only despair. Both reject the 
notion of national heroism, but Pelevin uplifts the day-to-day grind 
of the common Russian to the level of heroism. Pelevin's Omon 
Ra marks a continuity of the vein of thought proposed by Erofeev 
in Moscow to the End of the Line. Just as Venichka fails to escape 
the effects of Sovietism in his attempt to live outside of it; Omon 
fails to lead a meaningful life in his lackluster acceptance of Soviet 
immorality. Both characters are cast as hopeless and obsessed with 
childhood (the one he fostered in Venichka's case, and his own in 
Omon's), but their method of escaping meaninglessness is flawed 
— they simply plunge themselves into a different meaninglessness 
in hopes that it could not be as bad as the original. It is this failure 
to construct a legitimate 'out' or an image of a better world in the 
physical sense that both writers are acknowledging. Both writers 
weave a tale in which the timeline's their characters experience 
are confused (Venichka's revolutionary war against Norway, and 
Omon listening to Mitiok's confused testimony that transpires 
through ancient Egypt, Rome, and presumably Nazi Germany), 
traveling from dreams back to 'reality'. Pelevin and Erofeev both 
admit that the Soviet reality is flawed, but the question their 
decidedly bleak narratives evoke is: what next? Instead of selfishly 
immersing themselves in false realities to excuse themselves of the 
struggle for betterment like Omon and Venichka, both Erofeev and 
Pelevin urge the Russian people towards an active participation 
in their worlds, and a sober examination of the cultural baggage 
pressed upon them. 
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Connor Wall 
Connor Wall was raised in Eagle River Alaska. 
He has studied Russian since he was in 7th grade 
at Gruening Middle School with Elena Farkas. His 
studies in Russian continued to his graduation 
from UAA in May 2012. Connor plans to travel 
to Russia, where he will continue his studies, and 
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Honorable Mention 
The Invention of Bushido: 
A Warrior's Guide to Surviving 
Times of Peace 
Heather Ezzell 
HIST 320: The Rise, Fall, and Reinvention of the Samurai 
Dr. Paul Dunscomb, Professor 
Yamaga Soko (1622-1685) was a samurai and intellectual who 
wrote on the subject of samurai behavior and duty. He coined the 
term bushido, or "the Way of the warrior." While his was not the 
first work to describe "proper" samurai behavior—House Laws, 
designed to guide warrior conduct, appeared roughly four hundred 
years prior to bushido—Yamaga's work was notable for being a 
formal arrangement, based on neo-Confucian morality, of what 
was to become a widely accepted guide to samurai behavior. 
These warrior ideals, codified during a time of peace, had the 
purpose of legitimizing the Tokugawa regime's social and political 
institutions. Yamaga justified the samurai's position at the top of 
Japanese society primarily by arguing that the warrior's role was 
to be an example of moral conduct to the lower social classes. 
Yamaga's codification of bushido inspired a number of scholars 
to create works describing their own interpretations of the warrior 
Way, and by the beginning of the eighteenth century bushido had 
become an accepted warrior ideal. 
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Heather Ezzell 
Heather Ezzell grew up in Eagle River and 
graduated from Chugiak High School. She is a 
history major and plans to graduate in the Spring 
of 2013. 
74 
Honorable Mention 
Hedda 
(The Not So Horrible) 
Gabler 
Barbara Horman 
ENGL 202: Masterpieces of World Literature II 
Dr. Clay Nunnally, Professor 
The play Hedda Gabler is a renounced play that has been 
shown in the theater since 1891. What makes the play so illustrious 
is the leading character of Hedda Tessman and her callous and 
cunning persona. The characterization of the character of Hedda 
Tessman has been the center of controversy in literature and the 
theater since the early 20th century. Although Hedda Tessman 
personifies many vices of a villain, she is merely a victim of her 
own life's circumstances, and consequently lives for her fantasy of 
romanticism. My essay examines aspects in the play that lead me 
to the previous conclusion that Hedda Gabler is a victim of her own 
life's circumstances. I also examine why Hedda's actions to fulfill 
her life come across as malicious, and how these actions are in 
response to her infatuation with romanticism. In conclusion I find 
that the character of Hedda Tessman comes across as a malicious 
person due to the fact that she is living in a time not of her own, 
and because of this she acts out in ways that are in rebellion of her 
frustration with Victorian society. 
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Barbara Horman 
Barbara Horman was born and raised in 
Alaska. She graduated from Wasilla High School 
in 2012. Barbara is currently attending UAA to 
obtain a Bachelor's degree in English Education 
and a Master's of Education degree in Secondary 
English. Barbara's hopes for her future are to 
become a high school English teacher, as well as 
a published author. 
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Student Showcase Presenters 
Heather Arrono 
Making Out: Media Influence on LGBT Self-Identity in Alaska 
JPC 403: Communication & Media Research 
Dr. Joy Mapaye, assistant professor 
Kathleen Benke 
HDR Torres del Paine 
ART 390: Digital Photography 
Ms. Deborah Tharp, associate professor 
Stephen Bergstrom 
Rustiques 
MUS 261: Private Lesson - Brass 
Mr. Linn Weeda, term professor 
Cameron Brown & Maura Wharton 
Bachianas Brasileiras No. 5 
MUS 462: Private Lession - Guitar 
Dr. Roland H. Stearns, assistant professor 
Jennifer Chapa 
Sidney's "The Apology for Poetry" Applied to Elizabethan Poetry 
ENGL 301: Literature of Britain I 
Dr. Toby Widdicombe, professor 
Alexander Craft 
The 3-D Phenomenon: A Survery of 2-D versus 
3-D Film Preferences 
JPC 403: Communications and Media Research 
Dr. Joy Mapaye, assistant professor 
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Nicholas Foote 
Red Martini 
ART257: Digital Art and Design I 
Mr. Mariano Gonzales, professor 
Amy Gundlach 
The Formation of Great Britain's Foreign Policy 
in the Spanish Civil War 
HIST 477: Senior Seminar 
Dr. Bill Myers, associate professor 
Taylor Hall 
Just Brand It: In-Depth Interviews Examining 
the Promotion and Branding Efforts of UAA and UAF Athletics 
JPC 403: Communications and Media Research 
Dr. Joy Mapaye, assistant professor 
Erin Hemmer 
Little Owl 
ART 311: Intermediate Sculpture 
Mr. B. Hugh McPeck, associate professor 
Mary Kudenov 
Mercy 
CWLA 690: Form and Theory: Nonfiction 
Ms. Nancy Lord, associate professor 
Alyssa Logan 
War and Extermination: How the Conditions of War 
Created the Holocaust 
HIST 477: Senior Seminar 
Dr. Bill Myers, associate professor 
Heather MacAlpine 
Three Strikes? A Look at Young Black Males and Their 
Perceptions of the Police 
JUST 434: Police-Community Relations 
Dr. Brad Myrstol, assistant professor 
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Bridget McBride 
The Beauty of Poetry: An Education in Aesthetics 
ENGL 435: History of Criticism 
Dr. Suzanne Forster, professor 
Stephanie Novak 
Intuition and Tedium 
ART 415: Advanced Printmaking 
Mr. Garry Kaulitz, professor 
Annie Passarello 
Muslim Women Athletes Break Down 
Cultural Barriers to Sport 
HIST 479: American Perceptions - Muslims 
Dr. Kelly Shannon, assistant professor 
Kyra Sherwood 
Bad Romance: Twilight and Rape Culture 
ENGL 699: Thesis 
Dr. Genie Babb, associate professor 
Nancy Stallings 
Marriage Album 
ART 415: Advanced Printmaking 
Mr. Garry Kaulitz, professor 
Erin Sullivan 
Auschwitz: A Moral and Immoral Universe 
HIST 477: Senior Seminar 
Dr. Bill Myers, associate professor 
Nicole Viotto 
Losing Sight of Reality on Television: A Narrative Analysis of 
Weight Loss Portrayals on The Biggest Loser 
JPC 403: Communications and Media Research 
Dr. Joy Mapaye, assistant professor 
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